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Merek yang prestisius memiliki brand equity (ekuitas merek) yang 
kuat.. Brand equity yang kuat dapat terbentuk melalui kesadaran merek 
(brand awareness), asosiasi merek (brand association), persepsi kualitas 
(perceived quality) dan loyalitas merek (brand loyalty). Semakin kuat 
Brand equity suatu produk, semakin kuat pula rasa percaya diri konsumen 
dalam proses pengambilan keputusan pembelian. Oleh karena itu penulis 
tertarik untuk menulis lebih lanjut mengenai bagaimana pengaruh brand 
awareness terhadap purchase intention melalui perceived quality dan brand 
loyalty pada produk Samsung Galaxy di Surabaya. 
Pada penelitian ini yang dipakai adalah penelitian konklusif pada 
studi experimental atau causal research. Teknik pengambilan sampling 
yang digunakan adalah non probability sampling. Jenis metode yang 
digunakan adalah purposive sampling. Sampel yang digunakan berjumlah 
200 orang konsumen Samsung Galaxy di Surabaya. Data dikumpulkan 
dengan menggunakan kuesioner. Teknik analisis yang digunakan adalah 
structural equation model dengan bantuan program LISREL. Hasil analisis 
ini menunjukkan bahwa brand awareness dapat mempengaruhi perceived 
quality dan brand loyalty suatu produk yang pada akhirnya diharapkan 
dapat meingkatkan purchase intention pada suatu produk. 
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The influence of Brand Awareness to Purchase Intention through the 






The prestigious brands has brand equity (brand equity) is strong.. A 
strong brand equity can be formed through brand awareness (brand 
awareness), the Association of the brand (brand association), perceptions 
(perceived quality) quality and brand loyalty (brand loyalty). The stronger 
the Brand equity of a product, the stronger consumer confidence also in the 
purchase decision making process. Therefore authors interested in writing 
more about how influence brand awareness to purchase intention through 
the perceived quality and brand loyalty on the Samsung Galaxy in 
Surabaya. 
In this study used is the conclusive research on the study of 
experimental or causal research. Retrieval technique of sampling used is 
non probability sampling. The type of method used is the purposive 
sampling. The sample used was 200 people consumers Samsung Galaxy in 
Surabaya. Data were collected using a questionnaire. The technique used is 
the analysis of structural equation modeling with LISREL program 
assistance. The results of this analysis indicate that the brand awareness can 
affect the perceived quality and brand loyalty, a product that is ultimately 
expected to raise purchase intention on a product. 
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